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practitioners	 should	 fulfill.	 As	 tourism	 is	 significantly	 affected	 by	major	 demographic,	 cultural	 and	 economic	 trends,	 this	
responsibility	 becomes	 crucial	 for	 destination	 marketers	 and	 other	 tourism	 marketers.	 In	 the	 last	 decades,	 there	 is	
considerable	debate	on	the	radical	demographic	changes	taking	place	around	the	globe	with	ageing	population	being	one	of	
the	main	issues	arousing	mostly	in	developed	and	at	a	lesser	but	important	extent	in	developing	countries.	These	changes	































emerge	 even	 in	 fast	 developing	 economies,	 such	 as	 China	 and	 Taiwan,	 since	 the	 average	 life	 expectancy	 has	 increased	
significantly	(Jang	and	Wu,	2006).	











1997;	Muller	 and	O’	 Cass,	 2001;	 Kim	 et	 al,	 2003).	 Another	 option	 is	 proposed	 by	Whitford	 (1998)	who	 used	 the	 phrase	
“maturing	market”	to	include	pre-seniors,	i.e.	those	50	to	64	and	seniors,	i.e.	65	and	older.		
According	to	another	view,	chronological	age,	despite	its	widespread	use,	has	been	shown	to	be	a	poor	discriminator	of	older	




















Hudson	 (2010)	 also	notes	 that	 the	 fragmentation	and	occasional	 contradictions	of	 literature	on	marketing	 to	 seniors	 and	
particularly	to	baby	boomers	could	be	partly	attributed	to	the	heterogeneity	of	the	market.	Consequently,	further	research	is	
necessary	in	order	to	understand	and	profile	its	different	sub-segments.	According	to	the	view	of	Sedgley	et	al.	(2011),	older	















by	 Shoemaker	 (1989),	 who	 used	 travel	 benefits	 to	 segment	 elderly	 Pennsylvanians	 and	 identified	 three	 submarkets.	 A	
subsequent	 study	 of	 the	 author	 (2000)	 produced	 confirming	 results	 concerning	 these	 three	 clusters.	 Other	 studies	 put	
emphasis	on	travel	motivation,	as	it	represents	a	crucial	parameter	in	explaining	travel	preferences	and	behavior.	Hagan	and	






























































mature	 travelers;	he	 finds	 that	 travelers	of	 the	baby	boomer	generation	are	 looking	 for	authenticity,	 spiritual	and	mental	









In	 our	 days,	 leading	 FMCG	 companies,	 such	 as	 Procter	 &	 Gamble,	 L’Oreal	 and	 Unilever,	 plan	 and	 implement	 proactive	
strategies	based	on	market	trends	by	launching	products	and	campaigns	that	address	to	the	mature	and	-on	average-	more	
affluent	segments	of	the	market.	In	parallel,	several	advertising	companies	are	currently	beginning	to	use	older	models	in	their	





constitute	a	 valuable	niche	 target	market.	Neves	 (2008)	 studied	 the	attractiveness	of	Portugal	 as	 a	 tourist	destination	by	
mature	 travelers	and	proposed	 that	 the	 study	of	 the	attractiveness	of	a	destination	 should	be	backed	up	by	models	 that	
include,	among	other	aspects,	customization	criteria	 for	a	better	understanding	of	 the	consumption	habits	of	 the	modern	
mature	traveler.	Shopping	destinations	have	also	been	suggested	to	be	extremely	attractive	for	the	mature	market	(Littrel	et	
al.,	2004;	Bai	et	al.,	2001).		






products	 (e.g.	 wine	 tourism,	 ecotourism,	 medical	 tourism,	 golf	 tourism,	 wellness	 tourism)	 rather	 than	 designing	 and	
implementing	marketing	strategies	tailored	to	the	needs	of	senior	tourists.	An	examination	of	recent	destination	marketing	









played	host	to	the	war-weary	Odysseus	on	her	 island.	“Calypso”	aims	at	promoting	tourism	 in	the	 low	season,	combating	





















tool	 to	 handle	 seasonality,	 reinvigorate	 economic	 activity	 and	 prolong	 the	 tourism	 period,	 critical	 issues	 for	 most	
Mediterranean	destinations.		
Segittur	(Spain’s	State-run	Company	for	the	Management	of	Innovation	and	Tourism	Technologies)	has	chosen	to	use	social	
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First	of	all,	to	cater	to	the	diversity	of	needs	of	the	seniors’	market,	a	more	comprehensive	understanding	of	travel	behavior	
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